OBJECTIVES:
Instagram is currently one of the most popular social media platforms with over one billion users as of July 2018. Increasing numbers of patients are reporting use of social media with the help of hashtags to find health-care related information. Hashtags are short phrases used to categorize posts on social media platforms. The objective of our study was to identify the prevalence, authorship, and type of information pertaining to topics in urogynecology on Instagram via hashtag and content analysis. MATERIALS AND METHODS: A list of 20 hashtags consisting of common urogynecologic diagnoses, procedures, and lay terms was derived from the American Urogynecologic Society's "Patient Fact Sheets." These terms included: pelvic organ prolapse, prolapse, bladder prolapse, uterine prolapse, rectocele, cystocele, pelvic floor, overflow incontinence, urge incontinence, incontinence, overactive bladder, pelvic pain, interstitial cystitis, pessary, vaginal mesh, bladder lift, bladder sling, bladder Botox, and sacral colpopexy. Instagram automatically creates a "top nine" set of posts via a private algorithm, consisting of parameters including the number of likes and comments on the post, speed of user engagement after initial posting, and how long users spend viewing the post. Additionally, Instagram generates a list of most recent posts with the queried hashtag. The top 9 and most recent 30 posts for each hashtag were reviewed for authorship and content type. Content type was divided into the following categories: educational, personal posts unrelated to their diagnoses, patient experiences pertaining to their diagnoses, outreach posts, advertisements, research, and other. Searches were limited to English-language posts. RESULTS: Our search yielded 281,940 posts. The 5 most popular hashtags were pelvic floor (N¼90,691), interstitial cystitis (N¼50,773), pelvic pain (N¼28,150), incontinence (N¼27,658), and prolapse (N¼11,612). The authorship of the top 9 and most recent 30 posts (N¼557) were broken down as follows: allied health professionals (39.0%), patients (35.7%), physicians (9.7%), community and nonprofit organizations (7.2%), for-profit commercial groups (3.1%), law firms and political organizations (2.5%), nurses (1.6%), professional societies or journals (1.1%), and other (0.1%). Of these posts, 39.3% were educational, 20.2% personal, 15.3% patient experiences, 13.0% advertisements, 7.9% outreach, 0.7% research, and 3.6% other. 
